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ABSTRACT 
Globalization has stimulated international trade and influenced a growing number of 
organizations to engage in the internationalization process. Building upon the insights 
of the resource-based view theory, the purpose of this study is to establish the 
antecedents and the outcomes of internationalization knowledge in the context of 
export-oriented organizations in Malaysia. The antecedents include international 
ambidexterity, external environmental factors, dynamic marketing capability and 
market orientation as its dimensions, with the expected outcome of export performance. 
This study bridged the gap by linking the organizational level of internationalization 
knowledge within its capability and resources to achieve export performance. This 
study has utilized a survey-based approach to collect the data. The sample consisted of 
370 mid-tier companies operating in multiple industries in Malaysia as registered with 
MA TRADE database. Structural equation modeling analysis of Smart PLS was used to 
test the hypothesized model. The direct effects of all variables and market orientation 
on the export performance were positively significant. The results validated the claim 
that by explicitly describing these internationalization knowledge assets, the exporting 
activities within an organization can more effectively leverage knowledge and improve 
performance. Therefore, this study extended further empirical evidence on 
internationalization knowledge and export performance in the multi-industries of 
emerging economies context. The dissertation presented an internationalization 
knowledge framework to describe distinctly separate sources of knowledge within 
organizations. These knowledge sources are constructed as knowledge capabilities and 
resources that can allow the organization to engage in international operations 
particularly in export business more successfully. The theoretical and practical 
implications of the study as well as suggestions for future studies were also discussed. 
Keywords: external environment factors, dynamic marketing capability, market 
orientation, export performance 
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ABSTRAK 
Globalisasi telah merangsang perdagangan antarabangsa dan mempengaruhi 
peningkatan jumlah organisasi untuk melibatkan diri dalam proses 
pengantarabangsaan. Berdasarkan teori pandangan berasaskan sumber, kajian ini 
bertujuan mewujudkan anteseden dan basil pengetahuan pengantrabangsaan dalarn 
konteks organisasi berorientasikan eksport di Malaysia. Anteseden ini merangkumi 
kedwicekatan antarabangsa, faktor persekitaran luaran, keupayaan pemasaran dinarnik 
dan orientasi pasaran sebagai dimensi, dengan hasil jangkaan prestasi eksport. Kajian 
ini merapatkanjurang dengan menghubungkan tahap pengetahuan pengantarabangsaan 
antara keupayaan dan sumbemya untuk mencapai prestasi eksport. Pendekatan 
berasaskan tinjauan digunakan untuk mengumpulkan data. Sampel kajian terdiri 
daripada 3 70 buah syarikat peringkat pertengahan yang beroperasi dalam pelbagai 
industri di Malaysia seperti yang didaftarkan dalarn pangkalan data MA TRADE. 
Analisis permodelan persamaan berstruktur Smart PLS telah digunakan untuk menguji 
model hipotesis. Kesan langsung kesemua pemboleh ubah iaitu faktor persekitaran 
luaran, keupayaan pasaran dinamik dan orientasi pasaran terhadap prestasi eksport 
didapati signifikan secara positif. Dapatan ini mengesahkan dakwaan bahawa dengan 
menerangkan aset-aset pengetahuan pengantarabangsaan ini secara eksplisit, aktviti 
eksport sesebuah organisasi dapat memperluaskan pengetahuan dan meningkatkan 
prestasinya dengan lebih berkesan. Oleh demikian, kajian ini telah memberi bukti 
empirik yang lebih lanjut tentang pengetahuan pengantarabangsaan dan prestasi eksport 
pelbagai industri dalam konteks ekonomi baharu. Kajian ini membentangkan kerangka 
kerja pengetahuan pengantarabangsaan untuk menggambarkan secara jelas tentang 
pengasingan sumber pengetahuan dalam organisasi. Sumber pengetahuan tersebut 
dibina sebagai keupayaan pengetahuan dan sumber yang membolebkan organisasi 
melibatkan diri dengan lebih berjaya dalam operasi antarabangsa khususnya 
perdagangan eskport. Implikasi teori dan praktikal serta cadangan untuk kajian akan 
datang juga dibincangkan. 
Kata kunci: faktor persekitaran luaran, keupayaan pemasaran dinamik, orientasi 
pasaran, prestasi eksport 
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In the introductory chapter the reader will get an overview regarding the purpose of this 
research. In this section the reader will learn that this study is conducted within the 
contextual setting of export performance in Malaysia. Thereafter, this thesis briefly 
describes the gaps in marketing and international business premises. This enables the 
reader to get the synopsis of the research objectives of this thesis. This is followed by 
the methods that have been applied by the researcher for untangling the causal 
relationship among constructs of the proposed conceptual model. 
1.1 Background of the Study 
Continued globalization has stimulated international trade and influenced a growing 
number of organizations to engage in the internationalization process. An 
organization's internationalization process integrate and manage the accumulated 
knowledge of the organization through several processes that result in an increasing 
commitment to foreign markets. Worldwide exporting has grown to surpass eighteen 
trillion dollars annually and represents more than 25% of global economic activity 
(World Bank, 2016). Since the big push on industrialization started in the 1980s, Malaysia 
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This questionnaire will take approximately 5-10 minutes to complete. 
Malaysian organizations are comprehending significant challenges at the time of their 
entry into overseas market. Marketing capabilities are needed to improve firms' export 
performance is one of the most important one. This study will explore your perceptions 
on this issue as the manager/ owner of an exporting firm. The findings of the study will 
help you to improve your marketing activities to target the export market. Please note 
that the information collected is strictly confidential and will be used only for research 
purposes. The identity of you or your company will never be disclosed. Please do not 
hesitate to ask the interviewer if you need further clarification. Your participation in 
this study is highly appreciated. 
There are TWO parts of the survey questionnaire. 
Part I: Background Information 
I. Industry Type Of Your Company: D Automotive, Parts & Components D Beverages 
O Computer Hardware & Sofhvarc D Industrial Electrical & Electronic Products O Fashion Accessories & Textiles 
O Furniture O Building & Construction Materials 
- -- 
2. Number of employees in the company 3. Number of export product 
O Jess than 50 







O More than 301 
O Less than IO 
·- 
4. No of Year doing the export business 5. Numbers of exporting countries 
O More than 20 years O More than 30 
O I I  to 19years 0201029 
0 5 to 10 years O JO to 19 
O I to5years 0 5 1 0 9  
O Less than I year O Less than 5 
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Part II: Survey Questionnaires 
Taking the perspective of your most profitable segment in the export markets, 
how would you compare your business to your major nearest competitors on the 
following attributes. 
-- 
Please indicate your level of agreement or disagreement with each of the 
following statements. 
For each statement below, please circle the number that best describes your view. 
Level of agreement or disagreement 
Strongly agree Agree 
Neither disagree 
Disagree Strongly disagree 
nor agree 
5 4 3 2 I 
Export Market Exploration 
Strongly Strongly 
Disagree Agree 
1 .  We repeatedly enhance our knowledge about new export 
I 2 3 4 5 
market opportunity 
2. We frequently assess feasibility of doing business in new 
I 2 3 4 5 
export markets 
3. We research new competitors and customers of new 
I 2 3 4 5 
export markets 
Export Market Exploitation 
Strongly Strongly 
Disagree Agree 
4. We conduct deep examination to capture important 
I 2 3 4 5 
information about existing export markets operation 
5. We continuously review customer relationship 
management process to strengthen contacts with customers in I 2 3 4 5 
current export markets 
6. We strictly monitor competitive products to bring 
I 2 3 4 5 





7. In our kind of business customer requirements vary 
I 2 3 4 5 
significantly across different customer segments 
-- 8. In our kind of business, customers' product preferences 
I 2 3 4 5 change slightly over time 
9. New customers tend to have product-related needs that are 
I 2 3 4 5 





I 0. We are facing aggressive competition in this 
I 2 3 4 5 
industry 
1 1 .  In  our industry anything that one competitor can 
I 2 3 4 5 
offer, others can match readily 
12. Frequency of new competitors entrants is high in 
I 2 3 4 5 
our industry 
- --- 
New Product Development Capability 
Strongly Strongly 
Disagree Agree 
13 .  We rapidly respond to solve customer's problems 
I 2 3 4 5 
by presenting new solution package 
14. We frequently upgrade capacity utilization process 
I 2 3 4 5 
to reduce order lead time of product development 
15. We focus on improving plant efficiency to reduce 
I 2 3 4 5 
production cost of new product development 
16. We adopt new technology to improve products 
I 2 3 4 5 
quality and fulfill buyers standards 
Customer Relationship Management Capability 
Strongly Strongly 
Disagree Agree 
17. We repeatedly identify attractive and potential 
I 2 3 4 5 
customers in the export markets 
18. We periodically attend in international fair to meet 
I 2 3 4 5 
with foreign attractive/potential customers 
19. We invest on developing IT infrastructure to 
I 2 3 4 5 
enhance relationship with customers 
20. We apply innovative marketing and promotion 
methods to attract potential buyers compared to the I 2 3 4 5 
rivals 
-- -- - 
Brand Management Capability 
Strongly Strongly 
Disagree Agree 
2 1 .  We systematically maintain a reliable brand 
meaning among customers mind through our image and I 2 3 4 5 
reputation 
22. We have a corporate brand that creates a seamless 
I 2 3 4 5 
umbrella for all the brands in our products portfolio 
23. We invest in managing and promoting the 
I 2 3 4 5 
reputation/image of our organization/firm 
24. We periodically attend in international fair to meet 
I 2 3 4 5 
with foreign attractive/potential customers 
25. We Focus on meeting customers' long term needs to 
I 2 3 4 5 





26. We continuously try to discover additional needs of 
our potential customers of which they really value but I 2 3 4 5 
never disclose to us 
27. We inspect users existing products complication in 
I 2 3 4 5 
order to offer better solution to satisfy needs 
28. We support customers to improve their expectation 
I 2 3 4 5 
in the market through our suggestions 
29. We constantly monitor our level of commitment 
and orientation to serving customer needs thru I 2 3 4 5 
intelligence generation 
30. Our export business strategies are driven by our 
I 2 3 4 5 





31 .  Our growth level is in the export markets I 2 3 4 5 
32. Our market share's position in the export markets I 2 3 4 5 
- ----  
33. Our return on investment is through overseas sales I 2 3 4 5 
34. Our foreign customers satisfaction level is about 
I 2 3 4 5 
our products and services 
"Thank You for Your Time and Cooperation" 
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